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ADOPTION OF INNOVATIVE
MOBILE PAYMENT
TECHNOLOGIES IN INDONESIA:
THE ROLE OF ATTITUDE

Abstract

Financial service industries have experienced dynamic technological innovation. The
research objective of this paper is to identify factors influencing the intentions of po-
tential users to adopt the newly launched innovative mobile payment applications. This
study proposes a theoretical framework based on the technology acceptance model
(TAM). One hundred sixty-nine respondents were involved in this investigation, and
the data were gathered using an online survey. The collected data were analyzed using
the SEM technique. The findings reveal that users’ attitude has an essential role in me-
diating the impact of the benefit and trust on the intention to adopt a mobile payment
technology. This study also shows different results from the previous studies regarding
user perceptions of attitudes. The ease of use of innovative digital applications does not
significantly affect attitudes.

Furthermore, an attitude positively impacts users’ intention to adopt innovative mo-
bile payment applications. Therefore, user attitudes have an essential role in commu-
nicating the impact of the benefits derived from the intention to adopt an innovative
mobile payment application. This study proves that innovative digital application pro-
viders need to pay attention to strategies for promoting their services. It is also vital for
the providers to include the trust component in their service.

Keywords attitude, innovation, financial service, technology
adoption
JEL Classification M30, M31, M37

INTRODUCTION

With the rapid advancement of digital technologies, the financial
services business has undergone technological innovation known as
Fintech (financial technology). Fintech transactions include payments,
loans, wealth management, and insurance. Fintech also affects the de-
velopment of new business models, applications, processes, or prod-
ucts that significantly impact financial markets and institutions and
the supply of financial services (Arjunwadkar, 2018). Fintech provides
users with an efficient, rapid, and easy-to-use experience, so custom-
ers can usually complete various transactions in a couple of moments
using only a smartphone device.

Fintech is proliferating in Indonesia and already spans a variety
of industries, including fast payments, lending, retail investing,
and repatriation. The newest form of electronic payment technol-
ogy is mobile payment, that is, payments made via mobile devices
(Thakur, 2013; Sanayei et al., 2011). It allows individuals and small
enterprises to use mobile technology to send money to one another
(Donovan, 2012). As Indonesians use electronic money, a shift to-
ward a cashless e-money society is under way. Following the advent
of online commerce, e-money is frequently used as a cash substi-
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tute in retail transactions in major cities. In 2017, Indonesia had 143 million Fintech users, or about
54% of the country’s population.

M-payment is a consumer and commercial solution for accepting and paying payments made remotely or
quite close to the persons to whom the money is being delivered (Pernet-Lubrano, 2010; Pope et al., 2011).
They can be made at the point of sale using SMS, a mobile application software, or a mobile terminal
(Wang, 2012). Many sectors, large and small, employ m-payment strategies (Featherman & Wells, 2010;
Wang, 2012). Nevertheless, despite their advantages, small business owners assess various factors when se-
lecting one, such as mobility, productivity, reliability, and expense (Gunasekaran et al., 2011; Thakur, 2013).

However, despite rising mobile phone use rates, m-payment has not been extensively implemented
(Wang, 2012). According to Donner and Escobari (2010), a further study linking determinants to cus-
tomer happiness would reduce the skew in the present literature and enrich the insights available to
practitioners. According to Lanz (2013) and Palvia (1996), further research would bring value to un-
derstanding factors connected to user satisfaction. User satisfaction with IT is related to its perceived
usefulness, ease of use, trust, and intention to adopt m-payment. However, the relationship among these

factors needs to be evaluated (Featherman & Wells, 2010; Hayashi, 2012; Thakur, 2013; Wang, 2012).

1. LITERATURE REVIEW

AND HYPOTHESES

Fundamentally, the next phase in the evolution of
banking will most likely be focused on mobile de-
vices, which is rapidly increasing to include pay-
ment systems on all mobile phone platforms and
retail operations (Fisher, 2011). Interbank Mobile
Payment Services (IMPS) are a type of m-payment
service that has increased the efficiencies of re-
al-time transfers between bank accounts. In addi-
tion, they allowed payments to merchants via mo-
bile phone devices, with the ultimate goal of the
IMPS being the development of the revenue econ-
omy (Dash et al., 2014).

Zambonini and Zafar (2014) supported this ob-
servation when they discussed digital payment
trends and the higher level of electronic pay-
ment transactions in high-income countries. In
these economically developed countries, both
mobile device ownership and regular Internet
usage are relatively high. These countries are
expanding m-payment systems, have a high lev-
el of internet banking, and use debit and credit
cards extensively. On the other hand, less de-
veloped countries have a high rate of mobile
phone usage but a high rate of cash payments
(Zambonini & Zafar, 2014). Zambonini and
Zafar (2014) focused on mobile payment inno-
vation in countries transitioning to developed
status.

http://dx.doi.org/10.21511/im.18(2).2022.16

According to Hayashi (2012), three types of mo-
bile payments can be made. One can make direct
payments between two customers or one consum-
er and a small company owner. According to the
second type, mobile devices can be used to make
payments for goods or services purchased online.
Finally, mobile devices can be utilized on-ground,
particularly at retail outlets.

An m-payment ecosystem includes Near Field
Communications technology, mobile applications,
online checkout wallets, and mobile carrier bill-
ing (Parnes et al., 2013). Mobile payment research
will be more effective if it focuses on technolo-
gy advances in a larger ecosystem (Hedman &
Henningsson, 2012). M-PESA is a highly success-
ful mobile phone payment service system that in-
corporates electronic bill payment introduced in
Kenya (Kuriyan et al., 2012).

Remote mobile payments can be made using SMS,
a mobile application program (Pope et al., 2011),
or a mobile terminal at a retail location (Pernet-
Lubrano, 2010). Amazon.com, PayPal, and other
companies offer mobile payment apps that ena-
ble remote and near-field transactions (Pernet-
Lubrano, 2010). Proximity payments are made
using proximity devices, such as mobile phones
that feature NFC chips (Pope et al., 2011). Google
Wallet is a service that lets users enter their credit
or debit card information into the system (Pernet-
Lubrano, 2010; Pope et al., 2011).
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Pourali (2014) divides m-payments into three cat-
egories: micropayments (under ten dollars), mo-
bile payments (based on SMS/MMS technology),
and proximity payments (using message transfer
protocols). However, Chandra et al. (2010) divide
m-payment applications into two groups. First, re-
mote m-payment applications include three types
of m-payments: 1) mobile services like news and
location information; 2) payments for online pur-
chases; and 3) person-to-person (P2P) payments.
Second, close-proximity m-payments include
m-parking, point-of-sale payments, and ATM
transactions.

Oakes (2011) explains how independent workers
in trades and service provision, who are a type of
SME, prefer to use an electronic system because
it reduces their reliance on checks and increases
their certainty about receiving payment immedi-
ately. Consequently, they are willing to pay fees for
these services.

The various types of m-payments’ market success
often result from having a large number of adop-
ters who are both customers and merchants (Slade
et al., 2013). However, Pope et al. (2011) explore
an intriguing potential effect of having many us-
ers in a confined market area: it can stifle the ad-
vance of m-payment innovation, as seen in the
highly developed US market. Because the market
has progressed to such an extent, existing proce-
dures to which customers have grown accustomed
are more likely to be preserved, and the saturation
level may impede the emergence of new forms of
m-payment (Pope et al., 2011).

Nonetheless, the predicted increase in smartphone
use in the markets of economically advanced
countries may create prospects for creating new
kinds of mobile payments because smartphone
adoption in these markets has not yet reached
its maximum development (Pope et al., 2011).
Similarly, many nations are still in the early stages
of adopting m-payment technology. It is in these
countries that new and creative mobile payment
systems are most likely to be created and accept-
ed (Pope et al., 2011). Moreover, innovation can
originate in non-financial services such as music,
video on demand, and location-based services that
supplement financial transactions (Thakur, 2013).
On the other hand, mobile payment methods will
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need to become “exceptionally convenient, fast,
secure, affordable, and widely accepted” to sub-
stitute traditional cash and credit card payments
(Holmes, 2011, p. 138).

Furthermore, retailers might not take mobile pay-
ments from their clients for four main reasons.
First, the merchant might be concerned that the
costs imposed and passed on to them are exces-
sive compared to the revenue generated by the
sale. Second, some merchants are concerned that
their payments may never be received. Third, mer-
chants might lack the necessary equipment to ac-
cept mobile payments, and, fourth, the merchant
may not have a business relationship with the pay-
ment processor or network (Hayashi, 2012).

Payments made with mobile devices can be inte-
grated with other corporate services such as mar-
keting, advertising commerce, banking, and iden-
tification. Each of these features can add value to
the business while also encouraging customers to
begin and continue using mobile payment solu-
tions (Pernet-Lubrano, 2010). As a result of rapid
changes in m-payment technology, ongoing study
is required to ensure that all available prospects
for technology adoption are pursued (Mathew et
al., 2014). A cloud-based wallet could be one of the
next conceivable applications for m-payments; it
could dramatically alter customer perceptions of
their capacity to make payments in an even more
straightforward manner than the choice of a wid-
er range of payment devices than just cellphones
(Pernet-Lubrano, 2010).

Some small business owners have difficulty
grasping the importance of mobile payments
(Hammermaster, 2010). Several studies recom-
mend assessments to identify the drivers of us-
er happiness in small businesses (Palvia, 1996;
Donner & Escobari, 2010; Lanz, 2013). People in
charge of small businesses must frequently mul-
titask and often make payments and other bank-
ing-related choices throughout the day (Darsow
& Listwan, 2012). Accepting payments via mobile
devices can make this process go more smoothly,
which is especially significant for small business
owners (Darsow & Listwan, 2012). Furthermore,
small business owners and operators realize that
it is increasingly necessary to offer customers
payment options that result in customer loyalty

http://dx.doi.org/10.21511/im.18(2).2022.16
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Source: Davis (1989).

External Variables

Perceived
Usefulness

Perceived Eased
of Use

Intention to Adopt

Actual Use

Figure 1. Technology acceptance model

(Hammermaster, 2010). Moreover, they need this
kind of payment option to stay competitive in the
near term and thrive in the long term (Alexander
etal., 2011).

In general, IT satisfaction has been linked to ease
of use and efficiency (Geho & Frakes, 2013). Small
business users’ satisfaction with digital payment
technology, on the other hand, is a relatively new
type of IT, and it has only been investigated in
terms of its link with ease of use and efficiency in
general technology satisfaction research (Hayashi,
2012). Despite the obvious advantages of using
mobile payment methods, their adoption is rising
moderately (Pope et al., 2011).

The most significant concern is that the commu-
nity of small companies has a limited understand-
ing of its benefits (Hammermaster, 2010; Hayashi,
2012). Consequently, it is necessary to investigate
the relationships among user contentment, sim-
plicity of use, and productivity of mobile payment
systems (Donner & Escobari, 2010; Slade et al,,
2013). Slade et al. (2013) related small company
users’ resistance to implementing m-payment to
ease of use and productivity. They suggested that
tuture studies should focus on merchant readiness
or factors of m-payment acceptance. They also
noted the importance of analyzing the relation-
ship between ease of use (Dong-Hee, 2010), pro-
ductivity (Slade et al., 2013), and user satisfaction.

Davis (1989) first presented the Technology
Acceptance Model/TAM (see Figure 1). TAM is
based on the earlier Theory of Reasoned Action
(TRA) (Fishbein & Ajzen, 1975). According to the
TRA hypothesis, several factors influence people’s

http://dx.doi.org/10.21511/im.18(2).2022.16

decisions to use new technology. Two beliefs make
up the attitude: Perceived Usefulness (PU) and
Perceived Ease-of-Use (PEOU). Davis (1989) de-
fined the variables PU and PEOU as “the degree
to which a person believes that using a particular
system would improve users’ job performance” It
is a metric that measures how confident customers
are that adopting a given technology will improve
their performance. He also defined PEOU as “the
degree to which a person believes that using a par-
ticular system would be effort-free.” It measures
users’ confidence that they can use the technolo-
gy quickly and without problems. In m-payments,
smooth transactions signify system usefulness.
Before adopting new technology, consumers criti-
cally evaluate all its advantages.

In the context of m-payment, smooth transac-
tions include online utility bill payment, mobile
phone internet data recharge, sending and receiv-
ing money, mobile shopping, balance transfer, and
online ticket booking. Before adopting new tech-
nology, consumers evaluate all its advantages.

PU has also been empirically confirmed as a signif-
icant predictor of inclination to adopt new tech-
nology (Arvidsson, 2014; Duane et al., 2014). Kim
et al. (2010) investigated how user-centric and sys-
tem aspects of m-payments affect different catego-
ries of users. They discovered that PU had a con-
siderable favorable impact on m-payment usage.
Customers like m-payment technology because
it is less expensive, convenient, adaptable, and
efficient.

Even if potential users believe that the applica-
tion is beneficial, they might also believe that the
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system is too complex to use, according to Davis
(1989). Despite the benefits of the app, users are
unwilling to give the time and effort it takes to
use it. In contrast, a high level of user-friendliness
tends to positively affect users and foster a positive
attitude toward using new technologies. PEOU
has a significant impact on consumer satisfaction
and a positive attitude toward using m-payments.
People who trust in relevant technologies will put
in minimal efforts, if none at all (Davis, 1989).

PEOU also refers to a new system’s or technology’s
relative complexity, substantially impacting cus-
tomer intentions to embrace it (Rogers, 2003). The
frequency users engage with the system might also
indicate how easy it is to use. PEOU answers that
established routine methods might be used in the
current scenario to lessen the uncertainty (Eriksson
& Sharma, 2003). According to Sikdar et al. (2015),
PEOU is a strong predictor of a good attitude to-
ward m-payment and consumer satisfaction.

Since mobile payment services involve a higher
level of risk than a traditional payment transac-
tion, trust becomes a crucial factor in influencing
the adoption of new mobile payment applications;
it is the most crucial determinant influencing con-
sumer perceptions of use (Mallat, 2007). Trust is
one party’s belief in another party to perform the
particular transactions, expecting that those par-
ties shall have the ability to perform, monitor, and
control (Mayer et al., 1995). Trust can also be de-
fined as the willingness to be loyal to a service pro-
vider, expecting a positive outcome regarding the
service provider’s future behavior (Zhou, 2016). In
a social context, trust has several implications. For
example, while using mobile phones, customers
provide more personal and financial information,
which might create concern regarding the level of
security.

The term “attitude” refers to how consumers feel
about accepting new ideas and behaviors. People’s
attitudes mirror their feelings, which they exhibit
through their actions (Premkumara et al., 2008),
meaning that attitudes change through time as
people gain experience. A combination of cogni-
tive concepts and emotional sentiments about an
item goes into forming an attitude (Sianadewi et
al., 2018). Attitudes toward a specific object are
created, retained in memory, and easily accessible,
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facilitating decision-making and improving deci-
sion-making quality (Fazio et al., 2000).

The prospective users’ attitudes determine what
he/she intends to do (Davis, 1989). The stronger
the intention, the more likely the behavior will be
carried out (Ajzen, 2011). Furthermore, declared
intention is a person’s tendency to select whether
or not to act (Sianadewi et al., 2018). For example,
one may wish to conduct an e-money transaction
because of the convenience and ease of e-money
use, which is more eflicient than cash, protects
consumer privacy, and cannot be counterfeited.

Attitudes may come as positive, negative, or neu-
tral. This is because attitudes are evaluative judg-
ments, either favorable or unfavorable, concerning
objects, people, or events (Davis, 1989). Attitude
toward innovation is a key intervening variable
in the innovation adoption decision. Intention is
affected by the user’s attitude towards using the
digital information system. Thus, attitude toward
a specific digital information technology is con-
ceptualized as a potential user’s assessment of the
desirability of that technology. If potential users
have a favorable (positive) attitude, they will have
a stronger intention to adopt, and if their attitude
is unfavorable (negative), their intention to adopt
will be weaker (Davis, 1989). Other studies sim-
ilarly indicate that attitude positively influences
the intention to adopt m-payment (Lee et al., 2007;
Wu et al., 2014; Liébana-Cabanillas et al., 2015).
Based on the explanations above, the framework
of this study is presented in Figure 2.

The following research questions inquire into the
extent to which ease of use and productivity are
predictors of small business user satisfaction with
m-payment systems:

QI.  What is the relationship between perceived
usefulness and users’ attitudes?

Q2.  What is the relationship between perceived
ease-of-use (PEOU) and user’s attitudes?

Q3.  What is the relationship between trust and
the user’s attitudes?

Q4. What is the relationship between attitude

and the intention to adopt mobile payment?

http://dx.doi.org/10.21511/im.18(2).2022.16
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Intention to adopt
mobile payment

Figure 2. Research framework

Consequently, this study tests the following
hypotheses:

HI: Perceived usefulness positively influences
attitude.

H2: PEOU positively influences attitude.

H3:  Trust positively influences attitude.

H4:  Attitude positively influences the intention to

adopt.

These hypotheses were tested to determine the sig-
nificance of the results with SEM techniques us-
ing the LISREL program. The testing criteria have
a cut-off value of 1.96. If A (lambda) has t-count
> 1.96, then the value of A (lambda) is said to be
significant.

2. METHODS

This study used a quantitative approach. Data were
collected from 169 respondents through an online
questionnaire. The survey was conducted in May-
June 2019 and shared among individuals who live
in Surabaya and recognize the services of LinkAja
mobile payment. LinkAja is an electronic-based fi-
nancial service that provides hassle-free transac-
tions in credit top-up, merchant payment, bill pay-
ment, buying game vouchers, donations, and money
transfers from a smartphone. The mobile payment
service was just launched on March 1, 2019. It was

http://dx.doi.org/10.21511/im.18(2).2022.16

developed upon an earlier mobile payment service,
T-Cash. T-Cash was provided by the Telkomsel com-
pany, the front-runner in Indonesia’s telecommuni-
cation market.

In this study, the population used mobile payment in
LinkAja application, and the population was based
in the region in Surabaya. The sample size was 169
respondents, and it is suitable for a study that uses
Structural Equation Modeling (SEM) data analysis
techniques with the Lisrel program. The members of
the population had the following characteristics:

1. Their minimum age was 17 years because at
that age respondents are considered able to
make decisions.

2. They used the LinkAja mobile payment
application.

3. 'They had never used LinkAja mobile payment
application.

4. 'They were domiciled in Surabaya.

5. They knew about the T-cash application as a
mobile payment.

This study used SEM (Structural Equation
Modeling) LISREL8.80 program as an analysis
technique. SEM comes from combining simulta-
neous equation regression models that have been
developed in econometrics and measuring models
that have been developed in psychology and soci-
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ology. Simultaneous equation regression was de-
veloped to accommodate structural relationships
between variables. The measurement model relat-
ed to variables is inherent in the model. In SEM,
the measurement problem is not done separately
but in the SEM model itself.

3. RESULTS AND DISCUSSION

The characteristics of respondents based on age,
gender, and occupation are presented as follows.
Of the one hundred sixty-nine (169) respondents,
the highest percentage by the group was 21-40
years (51%), then followed by 17-20 years old (45%),
and then above 40 years (4%). Male respondents
consisted of 64% of the population. Respondents
were divided into several occupations, name-
ly high school student (30%), university student
(35%), employee (20%), and entrepreneur (15%).

A summary of descriptive statistics is shown in Table
1. The results show that most respondents approved
of the usefulness of LinkAja mobile payment servic-
es. The overall perceived usefulness variable obtained
an average value of 3.857. The perceived ease of use

Table 1. Summary of descriptive statistics

variable was measured using three indicators based
on the table. The total average value obtained for this
variable was 3.700. This finding shows that, on aver-
age, respondents agreed that LinkAja has good ease
of use. However, on the variable of perceived trust,
the average value was 2.430. It means the respond-
ents disapproved of the trust indicators.

The results show that the attitude variable had an
average value of 3.78, indicating that respond-
ents approved the attitude indicators. Table 1 al-
so shows that the intention to adopt received the
highest value of 3.953 and the lowest value of 3.876.
Overall, the intention to adopt received an average
value of 3.917. It can be concluded that respond-
ents approved the intention to adopt indicators.

As shown in Figure 3, the results of hypothesis
testing support the following conclusions. HI has
a t-value of 5.69 (t-value > t-statistic 1.96), this hy-
pothesis is accepted. H2 has a t-value of 1.68 (t-val-
ue < t-statistic 1.96), this hypothesis is rejected.
H3 has a t-value of 1.97 (t-value > t-statistic 1.96),
this hypothesis is accepted. H4 has a t-value of
5.14 (t-value > t-statistic 1.96), this hypothesis is
accepted.

Variable Mean St. Dev. : T-value Skewness Kurtosis Minimum Freq. | Maximum : Freq.
PUL 3.834 0.850 58.647 -0.499 0.352 1.000 2
PUS....3808 0299 0244 1000 1
PEOU1 . -0.265 -0.093 1.000 o1
PEOU2 0076 | -0478 2000 1
o e oo e
T 2 0278 | -0457 1000 | 33
e 0332 | -0487 1000 | 31
wo N T
AT ..70316 . 0015 1000 . 2
ATT2 : . -0578 . 0605 1000 i 2
B R R oo S
mo o3 0538 0412 1000 | 1
T2 3953 . 0858 59902 = -059 | 0119 1000 1
T3 3923 . 0809 | 63027 -0677 . 0640 1.000 1

Note: PU1 — Using LinkAja would enable users to pay more quickly, PU2 — Using LinkAja makes it easier for users to conduct
transactions, PU3 — Users would find LinkAja helpful in paying, PEOU1 — When | use LinkAja, the process will be clear and
understandable, PEOU2 — | believe it is easy for me to become skilful at using LinkAja as a mobile payment, PEOU3 — |
believe that LinkAja is easy to use, T1 — | believe that the LinkAja service provider will act ethically when capturing, retaining,
processing, and managing my personal data, T2 — | believe that the LinkAja service providers act honestly in dealing with
consumers, T3 — | believe that the LinkAja service provider implements adequate security measures to secure my personal
data, ATT1 — Using the LinkAja service is a good idea, ATT2 — | like the idea of using the LinkAja services, ATT3 — | would feel
that using the LinkAja application is pleasant, IT1 — | intend to use the LinkAja technology system as often as needed, IT2 — |
will use LinkAja regularly in the future, IT3 — Using LinkAja for handling my transactions is something | would do.
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7.81 —» PU1
761 = PU2 <« g1 | ATT1 |+ 908

8.17
764 —> PU3 4 569 - 780 [ IARE - 795
. —>
7.58 PEOU1 168/ 8.26 \“_ .
6.71 —> PEOU2 <+— . ' |

: 5.14 T1 |« 935
8.06 —» PEOU3 <«— 6.40 v

/ ou TN 7o

612 —» T2 <

8.71
669 —» T3 4 892

Note: Chi = Square = 116 .79, df = 83, p-value = 0.00858, RMSEA = 0.049.

Figure 3. Path diagram of T-values

In addition, the direct effects among the variables
are presented by:
ATT =0.71-PU +0.24- PEOU +0.19-T,
Errorvar.=0.11, R* =0.6
(0.12) (0.14) (0.096) (0.035)

569 1.68 1.97 3.04
IT =0.79- ATT,
Errorvar.=0.074, R* =0.71
(0.15) (0.029)
5.14 2.51

Meanwhile, the indirect effects are presented by:

PU  PEOU T

ATT ..
IT 056 019 015
(0.11) (0.11) (0.08)
516 171 1.95

These results show that perceived usefulness has a
loading factor value of 0.71 with a t-value of 5.69 (>
1.96). This means that perceived usefulness brings
a positive influence on attitude. Perceived ease of
use has a loading factor value of 0.24 and a t-val-
ue of 1.68. It means perceived ease of use does not
bring an influence on attitude. Similarly, for the
variable of trust, the variable has a loading factor

http://dx.doi.org/10.21511/im.18(2).2022.16

value of 0.19 and a t-value of 3.04. Trust also brings
a positive influence on attitude. Attitude variable
has a loading factor value of 0.79 and a t-value of
3.04. This means that attitude brings a positive in-
fluence on intention to adopt.

Next, the presence of indirect effect is shown for
the relationship between perceived usefulness
and intention to adopt, as indicated in the t-val-
ue (5.16). This indirect effect is moderated by the
attitude variable. However, the indirect effects of
both perceived ease of use and trust in intention
to adopt are not present. The t-values for both var-
iables are less than 1.96 (limit value).

HI has a t-value of 5.69 (t-value > t-statistic 1.96).
This supports the hypothesis that perceived
usefulness has a positive and significant ef-
fect on attitude. This finding is consistent with
Mwiya et al. (2017). They found that perceived
usefulness positively affects technology use.
Respondents perceived the LinkAja m-payment
process to be efficient and to be able to improve
users’ productivity.

H2 has a t-value of 1.68 (t-value < t-statistic 1.96).
This does not support the hypothesis that per-
ceived ease of use positively affects attitude. This
finding does not follow the results of Lee et al.
(2007) and Sikdar et al. (2015), which show that
a positive perception of ease of use is a significant
antecedent to attitude. Ease of use using LinkAja
m-payment is not a contributing factor to users’
attitudes.
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H3 has a t-value of 1.97 (t-value > t-statistic H4 has a t-value of 5.14 (t-value > t-statistic 1.96).
1.96). This supports the hypothesis that trust This supports the hypothesis that attitude has a
positively and significantly affects attitude. positive and significant effect on the intention to
This finding aligns with Mwiya et al. (2017), use. This finding follows Liébana-Cabanillas et al.
who state that trust positively affects attitude. (2015) that attitude positively affects intention to
Respondents agree that LinkAja m-payment is adopt new technology. In general, adopting the
a trusted financial service that causes a posi- LinkAja m-payment is a good idea as respondents
tive attitude. have a positive attitude toward the application.

CONCLUSION

This study investigates the role of attitude in mitigating the effects of perceived usefulness, per-
ceived ease of use, and perceived trust on the intention to use mobile payment technology. The
following conclusions follow from the tests of hypotheses.

First, perceived usefulness positively influences attitude. A more favorable attitude toward LinkAja
mobile payment is associated with a higher perceived utility. As a result, providers should focus
their marketing efforts on the advantages of using mobile payment services. LinkAja, for example,
allows for faster financial transactions, which is ideal for users with limited time.

Second, attitudes toward LinkAja mobile payment are unaffected by perceived ease of use. If per-
ceived ease of use is taken for granted, its influence on users’ attitude is less appreciated. This study
contradicts past findings and should be investigated further.

Third, perceived trust positively influences attitude. LinkAja users have a more positive attitude
when they have more trust, and the provider should prioritize assuring the reliability of LinkAja
service. Especially with the influx of new participants into the business, the service must be rec-
ognized as reliable and secure. Users must recognize the service as reliable and secure, especially
with the influx of new participants. Finally, attitude positively impacts the intention to use LinkAja
mobile payment. A more upbeat attitude will increase the likelihood of using LinkAja’s mobile
payment services.

These results imply that providers of new digital technology should pay more attention to promot-
ing the usefulness of their services. It is also essential that they consider the element of trust in their
services. In order to get more evidence, further research is needed on other new mobile payment
services in Indonesia, such as Dana, Dompetku, Sakuku, Dimo Pay, and iPaymu.
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